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    The competition of cosmetics market is one of the most fierce consumption 
markets in China. As new entrants, many domestic small cosmetic enterprises 
focus on Marketing Strategy and tactics. The author of this article proceeded 
overall analysis to the macro-environment and competition states in cosmetic 
industry, then give the marketing strategy and tactics that fit for the resources of 
this kind of small cosmetic enterprises. 
    This article is associated with practical work tightly. On the base of marketing 
management theory and comprehensive strategy management model, the author 
collected much material and data on Chinese macro-environment and cosmetic 
industry, then proceeded systematic summary and statistic analysis, carried out 
analysis on industry structure and industry competition state with Porter's theory of 
competition strategy, then analyzed the external, internal and competition state of 
LAIZI Company as the example of small cosmetic enterprises. According to the  
analysis and valuation of the cosmetic micro-market, the target market of small 
cosmetic enterprises is presented. Then, the author suggests specialist marketing 
strategy with the method of SWOT comprehensive analysis, the tactics of products, 
price, places and promotion skills which is needed. The guarantee system is discussed 
too. 
    To some degree, this article may be used for small cosmetic enterprises to 
make out their marketing strategies, and also meaningful for the development of 
our national cosmetic industry. 
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第一章  绪  论 
第一节  研究目的和内容 
化妆品行业在我国国民经济中是发展 快的行业之一。它经历了从无到有，
从小到大的巨大变化。1987 年的产值仅 18 亿元1，生产企业只有 100 家左右。发
展到 2000 年，全行业的销售收入已达到 138 亿元，拥有 3000 多家生产企业。从




















                                                        







































                                                        
2资料来源：《柏纷的新概念――深圳柏纷化妆品营销案例》2002 
3资料来源：《开辟化妆品营销的新形式——网上化妆品的营销》2005 
4资料来源：《男士化妆品营销战略探讨》2004 年第 4 期。 
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第二章  主要理论回顾 
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